UNIVERSITY OF CALICUT 

(Abstract) 

M odification intheschemeof examinationof M .ComforSchool of DistanceEducationimplemented 
from2007 admissiononwards- Ordersissued. 


GENERALANDACADEMICBRANCH - I E SECTION 
No. GA. I/E3/10225/02 Dated,CalicutUnivsersity. P.O., 08,07.2008 


Read: 1. U.0 No. GAl/J2/2124/03 dated 22.07.04 

2. I tem N o. 1 of the mi nutes of the B oard of Studi es i n C ommerce (PG) held on 29.11.06. 

3. Item N o. I (d) of the mi nutes of the F aculty of Commerce and M anagement Studies held 
on 18.03.08. 

4. Item No.II G:4of theminutesof AcademicCouncil held on 05.04.08. 

O R D E R 

A s per read as l st above, sanction was accorded to i mplementthe regulations, scheme and 
syllabi of M .Comdegreecourseforregularand DistanceEducationStream. 

The B oard of Studies in Commerce PG at its meeting held on 29.11.06 as per paper read as 
2 nd above resolved to abol ish the internal assessment component in each paper i n theform of assign- 
mentsandto introduce B usi ness Practice Paper with multi ple choice questions, forthefirstyear and 
second year with 200 marks and 180 marks respecti vel y for the M .Com students registered under 
School of Di stance Educati on. 

The meeting of Faculty of Commerce and M anagementStudies held on 18.03.08 hasmodified 
the decision of the B oard of Studies in Commerce PG held on 29.11.06 asfollows 'Regarding the 
internal assessment of M .Com course in School of D i stance Educati on the faculty resolved to i ntroduce 
two descriptive papersone in the first year carrying 200 marks and theother in the second year 
carrying 180 marks, for the students registered for M .Com under School of D i stance Educati on from 
2007 admission onwards". 

A s per paper read as 4 th the A cademic Counci I at its meeti ng held on 05.04.08 approved the 
decision of the Faculty of Commerce and M anagementStudies. 

Sanction has therefore been accorded to i mplementthe decision of the Faculty of Commerce 
and M anagement Studi es that'Regarding the internal assessment of M .Com course in School of Dis- 
tanceEducation itwas resolved to introducetwo descriptive papersone in the fi rst year carrying 200 
marks and the other i n the second year carryi ng 180 marks, for the students regi stered for M ,C om 
under School of D i stance E ducatio n from 2007 admission onwards'. 

O rders are issued accordi ngl y. 

Sd /- 

DEPUTY REGISTRAR (G&A I) 
For REGISTRAR 

To 

The Direotor (SDE) 


Opyto: CE/DR (M. Com) /Enquiry/GA. I 'F' Sn/ 
Infomation Ctetnres/SF/DF/PE 


Forwarded /By Order 
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Section Officer 





Paper I - Accounting Practices 

M ax. M arks : 200 

1. Formulation and implementationof Accounting Standardsin India - RecentTrendsin presen- 

tationof CorporateFinancial Statements. (40M arks) 

2. Techniquesof Cost reduction and Costcontrol - Activity Based Costing- CostControI 

(40 M arks) 

3. CostVolumeProfitAnalysis- Practical Application- Decisionmakingby usingCVPAnalysis 

- A reas of Deci sion making (40 M arks) 

4. Financial A nalysis using Excel - Break-even A nalysis- Budgeting and Ratio A nalysis- M ana- 

gerial Decision making with Excel (40 M arks) 

5. CorporateGovernance Practices in India- Legal and Reguiatoryframe workof Corporate 

Governancein India. (40 M arks) 

BooksRecommended: 

1. " M anagementAccounting"- S. N. M aheswari 

2. "M anagementAccounting” -1. M . Pandey 

3. "AdvancedCostAccounting”-Jain& Narang 

4. "Financial M anagement” - I.M . Pandey 
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Paper 11 - BusinessPolicy and Practices 


M ax. M arks:180 

1. Political and Legal Environmentof B usinessin I ndia- Roleof regulatory bodiesintheformulation of 
BusinessPolicies- M onitoringand Regulationof SEBI inStockM arket. (30 M arks) 

2. M acro-economicframeworkinlndianEconomy- Public Finance-Tax system in India - Financial 

Administration- FinanceCommission. (30 M arks) 

3. IndianandInternational EconomicInstitutions- WTO,IBRD,ADB,andlMF-lmpactofForeign 

Policy inbusiness. (30 M arks) 

4. Socio-Cultural E nvironment and Business Policy- Social Accounting- Social Audit- Business 

Policy and Society. (30 M arks) 

5. Recenttrendsin M arketing- Retail M arketing- Relationship marketing- Green M arketing - 

Societal marketing. (30 M arks) 

6. Human Resource Practices in India - Outsourcing- HumanResource Strategi es - corporate strat- 

egies- Participation M anagement- Strategic H RM , (30 M arks) 

BooksRecommended: 

1. "Indian Financial System” - B harathi. V. Pathak 

2. "Legal E nvironmentof Business" - K.Aswathappa 

3. "Business E nvironment"- Franci sCherunilam 

4. "Indian Financial System" - H.R. M achi Raju 

5. "M arketing M anagement" - Philip Kotler 

6. "H uman resource Practices in I ndia" - Sreenivasa K andula 

7. "Strategic H uman Resource M anagement" - A nuradha Sharma & A radhana K handekar. 
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UNI VERSI TY OF CALICUT 


REGULATIONS GOVERNING MASTER OF COM M ERCE PROGRAM M E FOR 
REGULAR AND DISTANCE EDUCATION STREAM S EFFECTI VE FROM THE 
2004-05 BATCH M.COM ADMISSION. 


There is an urgent need to improvethequality of M.Com programmesothatthestudents 
gaintherequired character, knowledge, attitudeand skillstoadequately meetthegrowing 
challengesof businessand professions. Thenew curriculumsetstheseasimportantobjectives 
and i nvites students and teachers of Commerceto I i ve up to them. 

1.0. Titleoftheprogramme 

ThisDEGREE shall becalled MASTER OF COM MERCE (M.Com.) 

2.0. EI i gi bi I i ty for ad mi ssi on 

Any candidatewho has passed B.Com or BBA (earlier BBS) degreeof University of 
Cal icut or B.Com, BBA or BBM or BBS degreeof any other U niversity or I nstitute i n 
any state recognized byUGCorAICTEwithaminimumor 45% marks is el igi blefor 
admission. OBC and SC/ ST students are eligiblefor relaxation as per University 
rui es. 

3.0. Duration oftheprogramme 

The duration of the M .Com programme of study is two years divided into four 
semesters. 

4.0. Medium of Instructi on 

The medium of instructi on and examination shall beEnglish. 

5.0. Subjectof study 

Thesubjectsof study leadingtotheaward of M.Com shall comprisethefollowing 
courses. 

5.1. Semester One 


M .com 1.1 
M .Com 1.2. 
M .Com. 1.3. 
M .Com. 1.4. 
M.Com. 1.5. 


Busi ness Envi ronment 
QuantitativeTechniques 
Accountingfor Managerial Decisions 
M anagement I nformation System 
Communicati on Skills 


5.2. Semester Two 

M.Com. 2.1. 
M.Com. 2.2. 
M.Com. 2.3. 

M .Com. 2.4. 
M.Com. 2.5 

5.3. Semester Th ree 

M.Com. 3.1. 
M.Com. 3.2 
M .Com. 3.3. 

M .Com. 3.4. 
M.Com. 3.5. 

5.4. Semester Four 


M arketi ng M anagement 
Advanced Financial Accounting 
IT for Business 
O perati ons Research 
Research M ethodology 

Strategic M anagement 
E nter pr i se Resou ree PI an n i ng 
H uman Resource M anagement 
I ncomeT ax 
Financial Management 


M .Com. 4.1. 
M .Com. 4.2. 
M .Com. 4.3. 
M .Com. 4.4. 
M .Com. 4.5. 


Electivel 
Electivel I 
Electivel II 
ElectivelV 

Project Repotand VivaVoce(Regular), Placement 
Training ReportforSDE registered students 



11.0. Viva Voce 

11.1. At the end of fourth semester, each candidate shall attend a comprehensive viva 
voce. 


11.2. Thevivaboard shall havetwo members:oneexternal and oneinternal. Theexternal 
examiner shall beappointed by thellniversity. Theinternal examination shall bethe 
Head of Department of CommerceoftheCollegeorafaculty member nomi nated by 
hi m or her from the Department of Commerce. 

11.3. Theviva vocecarries 50 marks. Theviva voce wi II beaboutall thecourseofthefour 
semester programme, i ncl ud i ng the project work. 

11.4. Thestudent should get a minimum of 50% marks for a pass in theviva voce. 

13.0. Functional Electives 

13.1. Electives in thefollowingoptional areascan bechosen by thestudents 

a) Financial Management 

b) M arketi ng M anagement 

c) Foreign Trade 


13.2. Financial Management 


13.3. 


COURSECODE 
M.COM. FM 4.1 
M.COM. FM 4.2. 
M.COM. 4.3. 
M.COM. 4.4. 


NAME 

INTERNATIONAL FINANCE 
INVESTMENT MANAGEMENT 
INDIAN FINANCIAL SYSTEM 
FUNDSMANAGEMENTIN BANKS 
AND INSURANCECOMPANIES 


M arketi ng M anagement 


COURSECODE NAME 


M.COM. 4.1. 
M.COM. 4.2. 
M.COM. 4.3. 
M.COM 4.4. 


INTERNATIONAL MARKETING 

M A RKETING RESEARCH 

CONSUM ER BEHAVIOUR 

SALES MANAGEMENT AN DADVERTISING 


13.4. Foreign Trade 
COURSECODE 
M.COM. 4.1. 
M.COM. 4.2. 
M.COM. 4.3. 
M.COM 4.4. 


NAME 

INTERNATIONAL FINANCE 
MARKETING TRADE MANAGEMENT 
FOREIGN TRADE POLICY AND PROCEDURES 
INTERNATIONAL MARKETINGAND 
LOGISTICSM ANAGEMENT 


14.0. ChoosingOptional and Specialization 

Each candidate shall choosean areaasgiven in section 13aboveand the choice shall 
befinal. This choice should beclearly mentioned in the application filled up for 
regi strati on of thefi rst examinations. 

14.1. Changingoption after completi ng thecourse 

Option changewill beallowed after the completi on of theM .Com programme, that is 
after applying for or appearing for ali thefour semester examinations, only on 
cancellation of the previous choice of the optional area. 

14.2. I n that case, marks of the previous option wi II not beretained. Original marklistsof 
the previous optional papers shall besubmitted to theController of Examinations 
along with the application for reg i strati on for examinations under the new option. 
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14.3. After applying for or appearing for such examinations under thenew option, new 
mark lists shall be issued with the marks scored in the exami nati ons in thecourses 
under thenew option or ifthestudentfai Isto appear for exami nations under the new 
option, his or herabsencewill bementioned in the mark Ii st. 

14.4. Option changeafter applying for degreecertificate 

Option changeshall notbeallowed onceastudentappliesfor provisional ororiginal 
degreecertificate. 

14.5. In case a coli ege wantsto change itsoptional areas, it shall completetheprocessof 
approval of option change beforeadmission to M .Com of that academicyear starts. 
That is, option availablein a coi lege shall not bechanged after ad missi onto M .Com of 
theyeariscompleted. 

14.6. Notwithstanding anything stated in these regulations, a student is always freeto 
cancel his or her regi strati on for M .Com with a given option and regi ster for it with a 
different option. That is, if a student has already registered for M.Com with Financial 
M anagement, he or she can cancel that regi strati on and regi ster afresh for M .Com 
with any other option along with M.Com regular candidates of that year. On 
cancel lati on, heor she has to w rite ali thefour semester exami nations afresh. 

15.0. M.Com in DistanceEducation Mode 

15.1. AII theabovecoursehavetobedonebythecandidatesregisteredthroughtheSchool 
of Distance Education (SDE). I nstead of end-semester exami nations, SDE students 
shall appear for two semester coursestogether at the end of even semesters. That is, 
exami nations will beheld by thellniversity attheend of second semester for both the 
first and second semester course, and at the end of fourth semester for third and 
f ou rths semester cou rses. 

15.2. AII theother regulationsareapplicabletotheSDE, registered studentsexcept internal 
assessment, project reportand viva voce. 

15.3 Additional Paper for SDE students 

Instead of internal assessment, SDE students should writetwo additional 
deseri pti ve papers- O ne carry i ng 200 marks al ong w i th f i rst year exami nati on and 
theother carrying 100 marks along with second year exami nati on (U.O No.GAl/ 
E3/10225/02 dated 08.07.08) 

16.0. PlacementTraining Report 

16.1. TheSDE registered M .Com Students shall undergoplacementtrainingforthreeweeks 
in businessorganization in place of project report and viva voce for regular college 
students 

16.2. Each SDE candidate shall submitonecopy oftheplacementtraining report, printed 
(or neatlytyped)and bound (preferably spiral bound),to the Di rector, SDE. 

16.3. The placement training is to ensurethat the student is familiar with the business 
environment and current business practices. 

16.4. The student shall identify a businessorganization for placement training and keepa 
record of his/ her experiences and learning in the organization. The same to be 
stru ctu red i nto a report of about 50 A 4 si ze, d ou bl e spaced, pages f or su bmi ssi on. 

16.5. A certificatefromtheorganization in whichthecandidatehashad placement training 
shall beincluded intheplacementtraining report. 

16.6. I f two or more students attend the samef i rm for pl acement trai n i ng, they shal I prepare 
and submit reports on different aspects of thefirm. That is, onestudent may write 
about i nventory management, another may write about fi nancial orworking capital 
management, athird may writethe report of personnel management etc. Thereports 
shall be different and each student shall submitareportwhich is different formthose 
of others. 
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16.7. Structureoftheplacementtraining report. Thereportcan bedivided intothreeor 
more(notexceeding seven) chapters asfollows. 

Titi e Page 
A cknow I ed gements 
Certificatefromtheorganization 
Contents 

Introduction (From the organization, Organization structure, Capital Structure, 
Products, turnover, employeesetc.) 

Functional Departments and thei r acti vities with a view to a narratethe learni ng the 
candidate had at the business organization. (Instead of deseribing processes in the 
enti re organization, the report can be about a functional area like say finance or 
inventory management. 

Su mmary and f i nd i ngs 
Appendix 

16.8. The student shall submitonecopy of theplacementtraining report to the Di rector, 
SDE. Morecopiesmay bemade, if the student wantsto haveoneorthefirmasksfor 
one. 

16.9. Theplacementtraining report shall beevaluated by asingleexaminerappointed by 
Director, School of DistanceEducation. 

17.0. Theplacementtraining reportshall carry lOOmarks. 

18.0. Annual Examinations 

The exami nations held at the end of second semester and fourth semester are for a 
total of 80 marks in each course. Thequestion papers shall becommon for regular 
students and SD E regi stered students w herever these exami nati ons are hei d together, 
that i s at I east even semester exami nati ons and i mprovement exami nati ons. 

19.0. Certifi cate and Mark lists(forSDE and Regular M.Com students). 

O n I y one set of mark I i sts and d egree certifi cate w i 11 be i ssued to the stud ent i rrespecti ve 
of the number of options heor shechooses and passes 
20.0 Ranks 

Ranks shall beawarded ineach areaof speci ali zation. That is, there shall beoneset 
of ran ks for fi nanci al management area, another set for M arketi ng M anagement A rea 
and athird setof ranksfor ForeignTradeArea. 

Note: This set of regulations supersedes all theearlier M .Com regulations and this set of 
scheme, syllabi and regulations shall be in forcefrom the 2004-05 bateh of M .Com 
admissions. However, the University reserves the right to amend these scheme, 
regulations and syllabi from ti meto timewithout prior noti ceto any. 

M.Com 1.1. BUSINESS ENVIRON EM NT 

80 marks 

Courseobjectives: 

□ To understand thevariouscomponentsof environment and their interdependence. 

□ To beableto assess the I i kely i mpact of envi ronmental changes on busi ness processes 
Modulel 

Environment I : Environment, ecology and economic development; i mpact of industrial 
developmenton environment. 

Busi ness environment: concept, significanceand natureof busi ness environment; elements 
of environment - internal and external: changing dimensions of business environment; 
envi ronmental scanning and monitori ng. 
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M odulel I 

Economicenvironmentof business: economicplanning in India: Industrial policy,fiscal policy, 
monetary policy, export and import policy: public sector and economic development: 
economicreforms, liberalization and structural adjustment programmes. 

M odulel 11 

Politi cal and legal environmentof business: Government and business: changing di mensi ons 
of legal environment in India: MRTPAct, FEMA, licensing policy and Consumer Protecti on 
Act. 

Regulatory bodies: SEBI, TRAI, IRDA, RBL, CLB. Industrial policy of India as amended 
from time toti me: small and microenterprises in India: reservati on of industriesfor small- 
scaleunits: 

M odulelV 

Socio-cultural environment: Critical el ementsof socio cui tu ral environment: social institutions 
and systems: social valuesand attitudes: social groups: middleclass: emerging rural sector in 
India: consumerism in India. Social responsibility of business; social audit; corporate 
governance. 

ModuleV 

International and technological environment: Multinational corporations: foreign 
coi laborati ons and Indi an business: Non-resi dent Indi ans and corporate sector: International 
economic institutions. WTO, IBRD and IMF: Foreign trade pol i cies, impactof exchangerate 
fluctuati ons: technological environment in India, policy of research and development: patent 
laws: technology transfer. I ntellectual property rights: laws relating to trade marks and 
patents: procedurefor registration of patentsand trade marks. 

References: 

1. FrancisCherunilam: "Business Environment", H imalayaPublishing House, Mumbai. 

2. K.Aswathappa:" Legal Environmentof Business". H imalayaPublishing House, Delhi. 

3. Adhikary, M.: "Economic Environmentof Business". SultanChand & Sons, New Delhi. 

4. Alagh, Yoginder K: "Indian Development Planning and Policy". Vikas Publishing 
House, New Delhi. 

5. SenguptaN.K.: "Government and Business in India", Vikas Publishing House, New 
Delhi. 

6. Raj Agarwal and Parag Diwan.: "BusinessEnvironment", Excel Books, New Delhi. 

M.Com. 1.2: QUANTITATIVEMETHODS 

80 M arks 

Courseobjectives 

□ Tounderstand stati sti cal tools for quantitati ve analysis 

□ To understand the process of using stati sti cal tools for validating finding and 
interpretingstatistical results. 

M odulel 

Probabi I ity: basicconcept: approaches: theorems, addition, multi pii cati on conditi onal and 
Bayes: businessappl ications of probabi I ity. 

M odulel I 

Probabi I ity distributi ons: random variable, expected valueof random variables Binomial 
distribution:Poissondistribution, Normal distributionand Exponenti al distribution. 

M odulel 11 

Stati sti cal qual ity control: basi cconcepts: productcontrol: process control: variati ons i n qual ity: 
control charts" types of control charts - mean charts, rangecharts - P-chart, np chart, C 
charts, appl i cati ons and control charts. 
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M odulelV 

Correlation and regression: Simple, partial and multiple correiation: regression analysis: 
businessapplication of correlation and regression. 

ModuleV 

Statistical inference: Basicconcepts: Standard error: Central limittheorem. Largesampletests, 
small sampletests: testsfor means: testsfor proportions: testsfor paired observations: Non- 
parametrictests- Chi-squaretest,signtest, WilcoxonSigned Ranktest, Krushkal Wallistest, 
Waid - Wolfwitztest; analysis vari ance. 

References: 

1. S.P. Gupta, Stati sti cal Methods, Sultan Chand & Sons, New Del hi. 

2. Richard L. Levin and David S. Rubin; "Statisticsfor Management" Prentice Hali of 
India, New Delhi. 

3. N. D. Vora:" Q u anti tati veTechniquesinM anagement", Tata M cG raw Hill,NewDelhi. 

4. Hooda, R.P.:" Stati sti cs for Business and Economics", Macmillan, New Delhi. 

5. Hien, L.W,:" Quanti tati ve A pproach to Managerial Decisions", Prentice Hali, New 
Jersy. 

M.Com. 1.3. ACCOUNTING FOR MANAGERIAL DECISIONS 

M arks 80 

CourseObjectives 

□ Tounderstand theconceptand importanceof Managementaccounting 

□ To understand the use of accou nti ng tool s for generati ng i nformati on for manageri al 
decision-making. 

M odulel 

Management accounting: Objectives, nature and scope of management accounting: 
Management accounting and managerial decisions: 

M odulel I 

Project appraisal - techniques: Payback Period, Discounted Payback period, Return on 
Investment/AverageRateof Return, New PresentValue, Internal Rateof Return, Pl NTV, 
Capital d i si nvestments, Capital rationing: risk analysis- methods; stati sti cal methods; deci sion 
treeapproach, gametheory, Impactof inflati on on investment decisions. 

M odulel 11 

Marginal costi ng and cost-volumeprofit analysis: deci sion making: Breakeven analysis, BEP 
Charts, PV Charts, Cash BEP chartsand decision-making: simulated BEP analysis; CVP 
analysis under conditionsof uncertainty, Marginal costi ng and decisions regard i ng product 
mix, makeor buy decisions, and droppi ng of product. 

M odulelV 

Cost reduction and cost control: advantageof cost reduction and cost control; areas of cost 
reducti on:techniquesof cost reducti on: productivity: improving productivity, Activity based 
costi ng. 

Cost audit: objectives, benefits, cost audit, fi nancial audit and management audit; organization 
and programmeof cost audit; typesof cost audit- cost aud i tof materi ais, labouroverheads, 
depreciation, capital expenditureand capacity utilization. 

M oduleV 

Responsi bi I ity centers: Cost center, profit center and i nvestment center. 

Transfer pricing: profit asa measureof performance: transfer pricing methods, benefits of 
transfer pricing: international transfer pricing. 

References: 

1. Pandey, I.M. Management Accounting, Vant pubi i cati ons, New Delhi. 
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2. LaiI, B.M. and I.C.Jain: CostAccounting: Principies and Practice, PrenticeHali, New 
Del hi. 

3. Homgren, Charles T., George Foster and Srikant M. Dallar: Cost Accounting: A 
Managerial Emphais' PrenticeHall, New Delhi. 

4. Anthony, Robert, Management Accounting, Tarapore- wala, Mumbai. 

5. Homgren, Charles T., Gary L Sundem, and William D. Statton: An Introduction to 
Management Accounting, PrenticeHall, New Delhi. 

M.Com.1.4. MANAGEMENT INFORMATION SYSTEMS 

80 M arks 

CourseObjectives 

□ To understand the process of information generation and communication in 
organizations. 

□ To understand the process of IT application developmentand use in organization. 

□ To provideabasicunderstandingaboutsecurity i ssuesof information resources. 

M odulel 

Evolution of MIS: Concepts: framework for understanding and designing MIS in an 
organization: MIS and other related disciplines: KlSand Management Accounting, MIS 
and Computer Science, MIS and OR, MIS and Organisational Behaviour, MIZ and 
M anagement. 

Concept of I nformation: definiti on, features, types, process of generation and communication, 
qual ity and val ue of i nformati on: i nformati on overl oad; techniques for managi ng overload; 
summarizingfiltering, inferences and messagerouting. 

System concept defi nition, types and characteristics of system control i n systems; feedback; 
positiveand negative, negati vefeedbacks control system, input, process and output control, 
law of requisite vari ety. 

M odulel I 

Structures of MIS. Basic structural concepts: formal and information systems; public and 
private i nformation systems: multipleapproachestothestructureof M IS; Operational elements 
(physical components, process, outputsforusers).Activitysubsystems, functi onal subsystems 
and decision support- synthesi sof multi pleapproaches intoaconceptual structurefor MIS. 
M odulel 11 

Information systems: Transaction Processing systems. Office Automati on Systems. 
Information Reporting systems, Decision Support Systems, ExecutiveSupport Systems, except 
systems and Enterprise Resources Planni ng Systems. 

M odulelV 

Systems Development and Implementation: System development methodologies; SDLC 
approach: prototypi ng approach and user development approach - Systems A nalysis; systems 
Design; system implementation; management of information system project; system 
documentation - information system audit. 

M oduleV 

Computer N etworks: LA N, WA N; topologies; distri buted data processing and cl ient/ server 
computing. 

Security of i nformation resources; threatsto i nformation resources; security systemsfor risk 
management-social and ethical issuesof informationtechnology. 

References: 

1. George M .Scott: Management Information System. McGraw Hili BookCompany, New 
Delhi. 
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2. Gordon BDavis, et. EI: Management Information Systems, PrenticeHall of India, New 
Del hi. 

3. Kenneth C.Laudon and JaneP. Laudon: Management Information Systems, Pearson 
Education Asia, New Del hi. 

4. M ohan.P.: M anagement I nformation Systems, H i malaya Pubi ishi ng H ouse, N ew Del hi. 

5. EffyOz, Management I nformation Systems, Vi kas Pubi ishi ngH ouse, New Delhi. 

M .Com 1.5 COM MUNI CATI ON SKILLS 

80 M arks 

Courseobjectives: 

1. To understand the process of busi ness communication, and 

2. To acqu i re requ i red ski 11 s to manage busi ness commun i cati on. 

3. Togiveawarenessaboutand to helpdevelopthepersonality ofthestudents. 

M odulel 

Business Communication - meaning - need - process - methods - written, Verbal, non- 
verbal, visual,telecommunications;typesof busi ness Communications- internal andexternal, 
upward and downward, lateral; barri erstocommunication-physical, psychological, linguistic, 
mechanical. 

Modulell 

Communication through letters, busi ness letters, layoutof letters, kindsof busi ness letters, 
characteri sticsof a good letter; applicationforappointment- resume- references; appointment 
orders; Busi ness enqu iri es - offers and quotations; orders-execution of orders- cancellation 
of orders. Letters of complaint, letters of agency - status enquiries; circulars and circular 
letters; notices; reportsby individuals; reportsby committees; annual report; writingof reports. 
M odulel 11 

Non-verbal communication: 

Body language: kinesics, proxemics, para language 

Effecti vel isteni ng: Pri nci ples of effective listeni ng; factors affecti ng I isteni ng. 

Interviewing skills: appearing in interviews; conducti ng i nterviews. 

M odulelV 

Self- developmentand communication: Developmentof positivepersonal attitudes; SWOT 
analysis. Personality development: Concept of personality; Concept of self; Perception; 
Personal ity types; Transaction analysis. 

ModuleV 

Gamesand exercises: Busi ness games, Group discussi ons; M ock interviews; Seminars; effective 
listening exercises; report writing. 

Pubi ic speaki ng: prepari ng and dei i veri ng effective pubi ic speeches. 

Physical exercises: Yoga and meditati on for personality development. 

References: 

1. Darmar Fisher, Communication in Organizations,Jaico Publishing House, Mumbai, 
1999. 

2. BoveeandThill: Busi ness Communication Today, Tata McGraw Hili, New Delhi. 

3. Randall E. Magors: Busi ness Communication, Harper and Row, New York. 

4. Balasubramanyam: BusinessCommunications: VikasPublishing House, Delhi. 

5. Kaul: Effective Busi ness Communications, PrenticeHall, New Delhi. 

6. Patri V.R.: Essentialsof Communications; Greenspan Pubi i cati ons, New Delhi. 

7. Allan Pease, Body Language, Sudha Pubi i cati ons, New Delhi. 

8. Taylor, Shirley: Model Busi ness Letters. Pearson Education Asia, New Delhi. 
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M .Com 2.1: M A RK ETIN G MANAGEMENT. 

80 M arks 

Courseobjectives: 

□ To introducetheconceptsof marketing managementtothestudents. 

□ To understand vari ous marketi ng deci si ons and thei r i mpl i cati ons. 

□ To u nderstand the i mpact of marketi ng deci si ons on consu mer behavi ou r. 

M odulel 

Marketing: concept, nature, scope and importanceof marketing; evolution of marketing 
concept; goals of marketing; marketing mix; process of marketing management; strategic 
marketing planning; market segmentation and positioning; Marketing organization and 
control;Social,environmental and ethical issuesin marketing; International marketing;Green 
marketi ng; Cyber marketi ng. 

M odulel I 

Productdecisions: concept of product; coreproductand augmented product; product line 
and product mix decisions; product life cycle- strategic implications of product life cycle; 
new productdevelopment; branding, packagingand labeling. 

M odulel 11 

Pricing decisions: Factors affecting price determination; Pricing policies and strategies; 
Methodsof pricing; Discountsand rebates; Priceadjustmentstrategies. 

M odulelV 

P romoti on and d i stri buti on deci si ons: M arketi ng commu n i cati on; P romoti on mi x- adverti si ng, 
personal selling, sales promotion, publicity and public relations; Determining advertising 
budget; Copy designing and testing; Media selection; Advertising effectiveness; Sales 
promotion - tools and techniques. Selection and management of marketing channels; 
Managing retailers, wholesalersand market logistics. 

ModuleV 

(a) Consu mer behavi our: Consu mer vs i nstitutional buyers;consumerdecision- making 
process; consu mer percepti on; buying process; probi em Identification and information 
search. 

(b) Rural marketing. 

(c) Agricultural marketing. 

References: 

1. Kotler, Philipand GaryArmstrong: "Pri nci ples of Marketing", PrenticeHall of India, 
New Delhi. 

2. Ramaswamy V.S. and Namakumari: "Marketing Management", Macmillan India, 
New Delhi. 

3. Stanton, WilliamJ and CharlesFutreil: "Fundamentalsof Marketing". McGraw Hili 
PubiishingCo. New York. 

4. Rajagopal:"ManagingRural Business", Wheeler Pubiishers, New Delhi. 

5. Mamoria, C.B.:"Agricultural Marketing", H imalayaPubiishing House, New Delhi. 

M .Com 2.2: ADVANCED FINANCIAL ACCOUNTI NG 

80 M arks 

Courseobjectives: 

e To understand thetechniques of accounti ng for vari ous busi ness 

□ Tolearnto prepareand interpretaccountsof vari ous ty pes of busi nesses. 

M odulel 

Amalgamation, absorption and external reconstruction of companies under cases of i nter- 
company owing and inter-company holding; stepsfor internal reconstruction. 
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Preparation of deficiency/ surplus account on liquidation of companies; liquidation final 
statement of accounts; recei ver's statement of accounts. 

M odulel I 

Accountsfrom incompleterecords-features- profitfrom operations- statement of affairs 
method and conversi on method. 

M odulel 11 

I nsu rance cl ai ms -1 oss of stock - proced u res - proced u refor cal cu I ati on - average cl auses - 
treatment of abnormal itemsof goods- lossof profit- indemnity under policy- important 
terms- procedureforascertainingclaims- averageclause. 

M odulelV 

(a) Farm accounting - features- objectives- recording of transactions- preparation of 
final accounts. 

(b) H uman resource accounting - objectives - methods of valuation - advantages and 
d i sad vantages - H RA i n I nd i a. 

(c) Government accounting - commercial accounting vs government accounting - 
classification of government accounting in India- comptroller and Auditor General of 
India - Public Accounts Committee- EstimateCommittee- Committees on Public 
Undertakings- compilation of accounts. 

(d) Investment accounts - types - entries in the books of the investors - ex-interest and 
cum-interest- ex-dividend and cum-dividend - brokerage- rightshares- bonusshares. 

(e) Voyage accounts- important items- preparation of voy age accounts. 

(f) Accounting for pricelevel changes; methods-CPP, CCA and hybrid. 

(g) Social costaccounting. 

ModuleV 

International Accounting Standards- argumentsforand againststandards- broad outlines 
- formu I ati on of accou nti ng Standard s - recent trend s i n presentati on of company fi nanci al 
statements. I nterpretati on of f i nanci al statements. 

References: 

1. Jain, S.P.and Narang, K.L: Advanced Accountancy, Kalyani Publishers. 

2. Shuklaand Grewal: Advanced Accountancy, Sultan Chand & Co., Del hi. 

3. Davidson, Sidney: Inflati on Accounting, PrenticeHall of India, New Del hi. 

4. Gri I Is and Robinson: Human AssetsAccounting,TataMcGraw Hili, New Delhi. 

5. Maheshwary, S.N.: Advanced Financial Accounting Vol I and II, Sultan Chand & Co. 

6. Gupta, R.L. and Radhaswamy, M, "Advanced Financial Accounting Vol I and II". 

7. Sen Gupta: Inflation Accounting in India,_. 

8. Arulanandam and B.S. Raman: "Advanced Accounting",_. 

M.Com 2.3: INFORMATION TECHNOLOGY FOR BUSINESS 

80 M arks 

Course objectives: 

e Tounderstandtheuseofspreadsheetfordecision- making 

□ Tounderstand the potenti al of the Internet for business. 

□ To provideabasicunderstandingaboute-commerce. 

M odulel 

Spreadsheet: Features of spreadsheet-MS Excel - Featu res ofMS Excel; Functionsin Excel: 
Financial functions: NPV, IRR, PMT, IPMT. Statistical functions: AVERAGE, MEAN, 
M EDIAN, AVEDEV, CORREL, STDEV, RAN K, Databasefunctions: DAVERRAGE, DM AX, 
DMIN, DSUM; Graphics in Excel. 

M odulel I 
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Business applicati onsof Excel: Managerial decision- makingwith Excel; Model development 
with Excel; Financial analysisusing Excel; Break-even analysis, budgeting and ratioanalysis 
with Excel; Inventory managementwith Excel, Investmentappraisal with Excel. Goal seek, 
pivottableand scenariomanagementfor decision - making. 

M odulel 11 

I nternet - Features of the I nternet; WWW: Emai I, Tei net, FTP, N ews grou ps, search engi nes, 
portals, Busi ness appl ications of the I nternet. 

M odulelV 

E-Commerce: introductiontoe-commerce, Modelsof e-commerce: B2C, B2B, B2G and C2C. 
Electronic paymentsystems: e-cash, e-cheque, creditcards,debitcards. EDI and e-commerce. 
EDI standards. Setting up and promotion of a websitefor e-commerce. 

ModuleV 

Security issues in E-commerce: security risks in e-commerce, security tools and risk 
management. IT Act 2000- digital signature, digital signaturecertificates, e-governance, 
electronicrecords, certifying authorities, network appellate tribunal, penalties. 

References: 

1. EfraimTurbanJaeLee, David Kingand Michael Chung: Electronic Commerce, Pearson 
Education Asia, Delhi. 

2. Ravi Kalkottaand Andrew B. Whinston: Frontiersof Electronic Commerce, Addison- 
Wesley, Delhi. 

3. Fleary Chan, et.el.: E-Commerce,JohnWiley&Sons. 

4. Edward C. Willet,: MSOffice, Wiley PubiishingCo. New Delhi. 

5. MS Excel 2000. 

M.Com 2.4: OPERATIONS RESEARCH 

80 M arks 

Courseobjectives: 

c To understand theconceptsand techniquesofoperationsresearch. 
c To u nderstand the use of O R tool s for busi ness d eci si ons. 

M odulel 

Operati on research: meaning, originand nature. O Rasa tool for decision - making; ORand 
management; features of OR; phases of OR; models in OR; methods of deriving solution; 
limitati onsof OR. 

M odulel I 

Linear programming: nature and meaning; formulation of LPP; graphic Solutions; merits 
and demerits; application in busi ness. 

M odulel 11 

Decision theory: Basic concepts: quantitativeapproach to managerial decision - making; 
decision- making under certainty,decision- making underuncertai nty- maximax, minimax, 
maximin, Laplace, Hurwicz. Decision - making under risk-EMV, EOL, EVPI. Decision-making 
under competition: gametheory. 

M odulelV 

Network analysis: CPM and PERT: constructi on of network di agrams; network calculation; 
concept of f I oat; probabi I ity consi derati on i n P E RT; cal cu I ati on of f I oat u nder P E RT; d i sti neti on 
between CPM and PERT; Iimitationsof PERT. 

ModuleV 

QueuingTheory: meaning; basi c concepts; application of waiting line model s; MonteCarlo 
simulation. 

References: 

6. V.K. Kapoorand Sumant Kapoor: "ORTechniquesfor Management", Sultan Chand 
& Sons, New Delhi. 

7. S.D Sharma, "Operations Research", Kedar N ath Ram N ath and Co. M eerut. 
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8. Barry Renderand Ralph M .Stari, Jr: "Quantitati veAnalysisfor Management": Prentice 
Hali, New Delhi. 

9. Agarwal, J.D. and Sagarika Ghosh: QuantitativeTechniquesfor Financial Analysis, 
Indian Instituteof Finance, New Delhi. 

10. Taha, Hamdy A.: Operations Research - An Introduction, Prentice Hali, Delhi. 

M.Com2.5: RESEARCH METHODOLOGY 

80 M arks 

Courseobjectives: 

□ To understand the process of research 

□ To understand the concepts ofsampl i ng and toolsfor data coi lection and analysis. 

□ To understand the process ofdocumentation and research reportwriting. 

M odulel 

Research methodology: concepts of research: pure research and applied research; social Science 
research; research design - exploratory research, descriptive research and diagnostic research, 
action research and experimental research. Casestudy. 

M odulel I 

Surveys: Census and samplesurvey; sampledesign- probabi I ity sampl i ng and non-probabi I ity 
sampl i ng; merits and demerits; samplesize; sampl i ng and non-sampl i ng errors. 

M odulel 11 

Planning a research: selection of problem; setting objectives; formulation of problem; 
hypothesis; study vari abi es; measurementof vari abies; research plan. 

M odulelV 

Collection of data: primary and secondary data; sources of secondary data; methods of 
coi lecti ngprimary data-observation,experimentation, si mulation, interviewing, mail survey, 
projectivetechniques, sociometry, focus group discussion and content analysis. Tools for 
data collection - scheduleand questionnaire; measurementscales; pilot study and pre-testing 
questionnaire. Natureoffield work;field work;field ad mi ni strati on; Editi ng, classification 
and codification of data. Tools for stati stical analysis; 

ModuleV 

Report writing - types of reports; planning report writing; research report format; 
documentation - footnotes and bi bl iography; writi ng the report and typi ng the report. 
References: 

11. Krishnaswami O.R.:" M ethodology of Research i n Social Sciences", H i malaya Publ ishi ng, 
Mumbai. 

12. SureshGupta: Research Methodology, Deep and Deep Pubi i cati ons, New Delhi. 

13. Ranjith Kumar: Research Methodology: A Step by Step Guidefor Beginners, Sage 
Publishers, New Delhi. 

14. Tri pad hi, P.C.: A Text Book of Research M ethodol ogy i n Soci al Sci ences, Su Itan C hand, 
New Delhi. 

15. Kothari, C.R.: Research Methodology, Weshwa Prakashan, New Delhi. 

M.Com 3.1: STRATEGI C MANAGEMENT 

80 M arks 

Courseobjectives: 

c To understand theconceptand i mportanceof strategi c management. 
c To understand the process of environmental analysisand diagnosis, 
c To understand theformulation and implementationof strategies. 


- 16 - 



M odulel 

Strategic management of business: concepts and deTinitions of strategy and strategic 
management; approachesto strategic decision - making; mission and purpose, objectives 
and goals; strategic busi ness unit (SBU). 

M odulel I 

Environmental analysis and diagnosis: concept of environment and its components; 
environmental scanningand appraisal; organizational appraisal; SWOT analysis; strategic 
advantage. 

M odulel 11 

I ndustry and Competitor analysis: M ichael Porter's i ndustry analysis; competitor analysis; 
BCG matrix; Competitiveadvantageand corecompetence; strategy gurus. 

M odulelV 

Strategiesatvariouslevels:functional strategies, businesslevel strategi es, global strategies 
and corporate strategies. Functional strategies: marketing strategy; production strategy; 
finance strategy; HR strategy. Business level strategies: generic strategic choices; global 
strategies; corporate strategi es: growth strategies, retrenchment strategies and combinati on 
strategies. 

ModuleV 

Strategy formu lati on and implementation: Strategic alternati ves; strategic choice; evaluation 
of strategic alternatives; strategy implementation and control; strategy and structure. Cases 
i n strategic management. 

References 

16. Bhatachary, S.K. and N. Venkatarain: Managing Business Enterprises: Strategies, 
Structureand Systems; VikasPublishing House, New Delhi. 

17. Charles W.L. Hili and Gareth R.Jones: Strategic ManagementTheory, Educational 
Publishers, Chennai. 

18. H. Igor A nsoff: Impianti ng Strategic Management; PrenticeHall, New Delhi. 

19. Azhar Kazmi, Busi ness Pol i cy, Tata McGraw Hili, New Delhi. 

20. M ichael E Porter:"CompetitiveStrategy",TheFreePress, New York. 

21. Sharma R.A.; "Strategic Management in Indian Companies", Deep and Deep 
Pubi i cati ons, New Delhi. 

22. Lawrancejaush and WilliamGluek: Strategic Management, McGraw Hili. 

M .Com3.2ENTERPRISE RESOURCE PLANNING 

80 M arks 

Course objecti ves: 

□ To understand the concept, use and importanceof database. 

□ To understand thefunctionalities in ERP softwareand 

□ To understand thebenefitsof businessintegrationthrough ERP. 

M odulel 

Database: concept of database, use and relational database; database design; Data base 
Administrator: database security. 

M odulel I 

M S A ccess: featu res of M S A ccess; Database desi gn i n A ccess- creati ng tabi e i n desi gn vi ew, 
creati ng tablewith wizard, creati ngtable by entering data; Form design with Access; Query 
design and running in Access - query in design view; query design with wizard; Report 
design in MS Access - report design with wizard, report design with design view; Using MS 
Accessfor business decisi ons. 

M odulel 11 

Enterpri se resourceplanning systems: Evoluti on of ERP - M RPI, M RPII and ERP. 

Popular ERP packages; ERPforsmall and mediumenterprises. 
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M odulelV 

Functionalitiesin ERP packageSAP R/ 3- manufacturing, sales and marketing, personnel, 
R & D, finance. 

M odule V 

Implementation of ERP; project management for ERP implementation; issues in ERP 
implementation; configuration and customization of ERP package. Case study of ERP 
implementation. 

References: 

1. Elmasri and Nawathe: Fundamentals of DatabaseSystem, Pearson Education Asia, 
New Del hi. 

2. Desai Bipin: An i ntroductionto Database System, GalgotiaPublications, New Del hi. 

3. Robinson,Celeste: Access2000, BPBPublications, New Delhi. 

4. VenkitaKrishnan N.K.: EnterpriseResourcePlanning, PrenticeHali, New Delhi. 

5. Thomson A.Brady, EnterpriseResourcePlanning,ThomsonTechnology. 

M .Com 3.3: HUM AN RESOURCE MANAGEM ENT. 

80 M arks. 

Courseobjectives: 

1. Tofamiliarizethestudentswiththehuman resourcemanagementprocesses. 

2. Tosensitizethemtothetraining processandtechniques, and, 

3. To provide them with appropriate knowledge and skills required for selecting, 
developingand managing human resources. 

Modulel 

Human Resource Management (HRM): Functionsof HRM, roleand status of HRManager 
in an organization. HR policies; Manpower planning; process of manpower planning; 
Recruitment; Selection; Training and development; Performance appraisal: methods or 
techniques of performance appraisal; Promotion and demotions; Transfer, Separations: 
resignation; discharge; dismissal; suspension; retrenchment; lay off; Industrial relations. Job 
analysisand jobrating. H R Planning: Process; supply and demandforecasting; probiemsof 
H RP. Emerging issues in H RM. 

M odulel I 

HRD: Concept of HRD: Training and development: Training process: an overview; role, 
responsi bi liti es and challenges to training managers and employees; Organisation and 
management of trai n i ng fu neti on; training needsassessmentand action research; instructional 
objectivesand lesson planning; learning process. 

M odulel 11 

Training climate and pedagogy: developing training modules; training methods and 
techniques; facilities planning and training aids. Technical training: training for TQM; 
attitudi nal trai ni ng; trai ni ng for management change; trai ni ng for producti vity, trai ni ng for 
creati vity and probi em solvi ng; trai ni ng for leadershi p and trai ni ng for trai ners. 

M odulelV 

Grievancehandling:Grievance-meaningandcausesof grievance- importanceand procedure 
of gri evance hand I i ng; H ot Stores ru I e; code of d i sci pl i ne Suggesti on scheme: I mportance of 
suggesti on scheme; implementation of suggesti on scheme. 

ModuleV 

(a) H Routsourcing: legal requirements: contractor'sliabilities; liabilitiesofthecompany 
towards contractor's labourers. 

(b) H R records: objectives of H R records; absenteeism; 

(c) H R appraisal and audit: concept, scope, methodsand importanceof H R audit; 
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References: 

1. Aswathappa K.,: Human Resourceand Personnel Management;Tata McGraw Hili, 
New Del hi, 1997. 

2. HollowayJ. ed. PerformanceMeasurementand Evaluation; Sage Pubi i cati ons; New 
Del hi, 1995. 

3. Gupta, C.B.: Human Resou ree Management; 

4. Heneman and Schwal: Human Resou ree Management; 

5. Prasad, L.M., H uman Resou ree Management; 


M.Com3.4: IN COME TAX 

80 M arks 

Courseobjectives: 

□ Tounderstand theconceptof residenceand incidenceof incometax 

□ To I earn to compute i ncome and tax I i abi I i ty 

□ To understand thedeductions and exemptions of income under the IncomeTax 
A et. 

M odulel 

Income tax-H istory; basic concepts; previous year, assessment year, assessee, income; 
agricultural income, casual income, person, averagerate, marginal rate, capital and revenue 
receiptsand expenditure;taxevasion,taxavoidanceand taxplanning; return of income. 
Residential status and taxi ncidence; scope of income; individual, HUF,firms, association of 
persons, and body of individuals, companies, other persons. 

Grosstotal income,total i ncome, exempted incomes. Headsof income. 

M odulel I 

Computation of income under the head salaries - salaries and allowances, valuation of 
perquisites, deductions. Computation of i ncome under the head houseproperty: valuation 
of property; annual value; deductions. 

M odulel 11 

Profitsand gainsofbusinessor professi on- deductions, expressly allowed and disallowed; 
depreciation. 

Capital gains - transfer; chargeability; short-term and long-term capital gains; cost of 
acquisiti on; capital gains exemptfrom incometax. 

I ncomefrom other sources - d i vidends, i nterest on security; deducti on of tax at source; grossi ng 
up; bond washingtransaction; deductions. 

M odulelV 

Clubbing of income; setoff and carry forward of losses. 

Agricultural income-taxtreatmentof agricultural income. 

Deductions fromgrosstotal incomeu/ s80; rebateu/ s88, u/ s88C, reiief u/ s89(1). 
ModuleV 

Computation oftotal i ncome and taxliability of individual assesses- computation oftotal 
i ncome, assessment of i nd i vi d ual s, computati on of tax. 

Fil I i ngof return of income, paymentof tax over thecounter and onlinetax payment. 
References: 

1. Mehrotraand Goyal: IncomeTax Law & Practice, Sahitya Bhavan. 

2. V.K. Singania: DirectTaxes Law & Practice, Taxman. 

3. Bhagawati Prasad: IncomeTax Law & Practice. 

4. Manoharan T.N.: IncomeTax Law & Practice. 

5. IncomeTax Act 1956and FinanceActof the relevant year. 
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M.ComFM 3.5: FINANCIAL MANAGEMENT 

80 M arks 

Courseobjectives: 

□ To understand theconceptand importanceof finance 

□ Tounderstandtheroleoffinancial marketsand instruments. 

□ To understand the 
M odulel 

Business finance: objectives; finance function; organisation for financial management; 
capitalization - over capitalization and undercapitalisation; causes, consequences and 
remed i es; fai r capital i zati on; I everage analysi s - operati ng and fi nanci al, combi ned I everage. 
M odulel I 

Capital structure; theories of capital structure; net income approach; net operati ng income 
approach;traditional; M M approach; indifferencepoint. 

Cost of capital - computations of cost of equity, preference, debt and retained earnings; 
weighted average cost of capital; adjustmentsfor uncertainty; opportunity cost of capital; 
marginal costof capital; capital asset pricing model. 

M odulel 11 

Working capital management: Management of cash and marketable securities; cash 
management techn i ques- lock box system, concentration banking, selecti on of marketable 
securities; management of receivables and inventories; techniques of account receivable 
management, credit policy, creditterms, accou nt coi lection techn i ques; inventory management; 
committees on worki ng capital management and thei r fi ndi ngs and recommendations. 

M odulelV 

(a) Leasefinancing - typesof leasing; evaluation of lease; leaseor buy decisions. 

(b) Structures fi nanci ng - securitisation. 

(c) Factori ng Services: dimensionsof working capital management; zero working capital. 
M oduleV 

(a) Dividend pol icy: Theories of dividend - Walter's model, Gordon's model, Residnual 
theory, MM hypothesis; legal aspectsof dividend,formulation of dividend policy. 

(b) Corporate governance: history ; meaning; tests of corporate governance; 
recommendations of audit committees; corporate governance in India; certification 
of corporate governance; audit committees and theCompaniesAct. 

References: 

1. Kulkarni P.V.and Sathyaprasad B.G., "Financial Management", Hi malaya Pubi i sh i ng 
H ouse, M umbai, 1999. 

2. PresennaL.M.,"Financial Management",TataMcGraw Hili. 

3. Pandey L.M., "Financial Management', Vi ksas Pubi i sh i ng. 

4. SrivastavaR.M.,"Financial Decision Making",SterlingPublishingCo. 

5. Van Horne, "Financial Management and Policy", PrenticeHall of India. 

6. Gitman,"Principlesof Managerial Finance", Pearson Eduction. 

7. Kuchal S.C., "Financial Management", ChithanyaPubiishers. 

FINANCIE 

M.COM FM 4.1: INTERNATIONAL FINANCE 

80 M arks 

Courseobjectives: 

c To understand theconceptand importanceof international finance. 

□ To understand theroleofglobal financial marketsand instruments. 
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□ Tounderstandthedeterminationofexchangeratesand roleof international monetary 
system. 

M odulel 

I nternational fi nance: M eani ng, I mportance; emergi ng chal Ienges; recent changes i n global 
financial markets; foreign exchange markets; exchange ratedefinitions; spot and forward 
rates; alternativeexchange rate regi mes. 

M odulel I 

Exchange rate determi nati on: theories and modelsof exchange rate; purchasing power parity 
theory; asset market model; current account monetary model; capital account monetary 
model, portfolio balancing model, exchangerateof rupee; recenttrends; convertibility of 
Indi an rupee. 

M odulel 11 

International monetary system; brief history;features; present exchange rate system reforms 
of International monetary system; European monetary system; a not an International debt; 
ADB, IBRD and IM F: functi ons; speci al schemesof lendi ng, condi ti onal i ti es oflM F lendi ng; 
IMF rol e i nternati onal I iquidity; SDRs, International financial markets and Instruments. 

M odulelV 

Balanceof payments; meaning; accounting principies; valuation and timing; components; 
deficit and surplus; macro economicfactors affecti ng exchange rate - someopen economy 
identities; open economy multipliers, SWIFT and I nter bankclearing among banks in different 
countries. 

ModuleV 

Currency derivatives:-futures, optionsand swaps; currency futuresand currency forwards; 
swap market; currency swap; interest swaps; swap agreement. 

Exchange rate risks and risk managementtools; Hedging, forward deals. 

References: 

1. Keith Pilbeam: "International Finance", Palgrave, New York. 

2. Apte. P.G.," Internati onal Financial Management", PrenticeHall of India; New Delhi. 

3. AlanC.Shapiro;"Multinational Financial Management", PrenticeHall of India; New 
Delhi. 

4. Soderston B.O.,"International Economics", Macmillan, London. 

5. Cheol S Eun and BruceG. Resnick,: International Financial Management; Irwin 
McGraw Hili, New York. 

6. ArthurStonehill et.el.,: International Finance, Pearson Education Asia, Delhi. 

7. MauriceD Levi: "International Finance",Tata McGraw Hili, New Delhi. 


4.21 NVESTMENT MANAGEMENT 

80 M arks 

Objectives: 

□ To understand the characteristicsof securities markets and theinstrumentstraded 
therein. 

□ To be abi etoanalyze risk and returnof securities and manageportfoliosof investments. 
M odulel 

Security markets; legal frameworkof security markets; organized stock exchanges; listi ngof 
secu ri ti es; trad i ng and operati onal mechan i sm of stock exchanges; settl ement and cl eari ng; 
onlinetrading; Demateri ali sati on, Depositori es and Depository parti cipants; Credit rati ng 
Services; I nternet trad i ng and WA P enabl ed trad i ng onI i ne survei Iance; Trad i ng practices on 
NSE and BSE. 
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M odulel I 

Typesof securities- equity based and debtbased; derivatives, mutual funds. Conceptsof risk 
and return; valuation of securities - bond and equity valuation; different approaches to 
valuation; Estimation of net asset valueof mutual funds- valuation of option. 

M odulel 11 

Security market analysis- fundamental analysis; economic industry and company analyses 
-technical analysis- methodsoftechnical analysis; trends, indicatorsand patterns- advance- 
declineline, RSI - market indices and moving averages- Dow theory and Random Walk 
Hypothesis. 

M odulelV 

Investment management - portfolio management - selection of portfolio - Markowitx 
di versi fi cati on -1 nvestmentand taxati on - long-term and short-term capital gains- taxation 
of capital gains- dividend taxation - i nterest taxation - taxsaving ideas- tax freebonds. 
Portfolio theory and risk management - calcu lati on of risk and return of portfolios- probi em. 
ModuleV 

Investment and taxation; tax on i nterest, dividend, and capital gains. Capital assets and 
capital gains; indexation and calculation of capital gains; tax treatmentof bonus shares and 
capital gains (short-term and long-term capital gains); avoidanceof tax and tax planning for 
investment. 

References: 

1. Donald E. Fisher and Ronald J. Jordan, "Securities Analysis and Portfolio 
Management',PrenticeHali, New Delhi. 

2. Sourain, Harry. "InvestmentMangement", PrenticeHall of India. 

3. Francisand Archer, "Portfolio Management", PrenticeHall of India. 

4. Gupta L.C.,: Stock ExchangeTrading in India: Society for Capital Market Research 
and Development, Delhi. 

5. Machi Raju,s H.R.: Working of Stock Exchanges in India. Wiley Eastern Ltd. New 
Delhi. 

6. Websitesof BSE and NSE (www.bseindia.com and www. nse-india.com). 

M.COM FM 4.3:1N DI AN FIANANCIAL SYSTEM 

80 M arks 

Courseobjectives: 

□ To understand theconceptand importanceof financial systems 

□ To understand thestructureof financial marketsand institutions. 

□ To understand theroleof regulators in financial system. 

M odulel 

Financial system: N atureand rol e of financial system; financial system and financial markets; 
financial system and economic development; an overview of Indi an financial system. 

M odulel I 

Financial markets: Money and capital markets; Money market - meaning, constituents, 
participants- functions. M oney market instruments- calI money, treasury biIis, certificateof 
deposit,commercial bi Iis, trade bills,commercial paper, recent trends in Indian money market; 
capital market - primary and secondary markets; capital market i nstruments, debt, equity. 
Derivatives; depositori es; d materi ali sati ons, onlinesecurity trading, Initial PublicOffering 
and book building. 

M odulel 11 
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Financial regulation: Regulatorsoffinancial system: Roleof RBI, SEBI and IRDA. Financial 
services-fee-based Services,fund-based Services, hirepurchase, leasing, housing,finance; 
merchant banking; venturefinancing; factoring, depository, forfeiting, credit rating. 

M odulelV 

Financial institutions: Commercial banks; functions, e-banking, credit cards, ATM, 
Development Financial Institutions- functions: IFCI, IDBI, IRBI, SIDBI, State Financial 
Corporations, Non-bankingfinancial intermediaries; mutual funds; insurancecompanies. 
ModuleV 

Financial sector reforms- major reforms in banking capital market and insurancesectors, 
Narasimhan Committeell recommendationsand implementation; Financial engineering. 
References: 

1. Sri vastava R. M" M anagement of I nd i an Fi nanci al I nstituti ons", H i mal aya Pu bl i sh i ng 
House, Mumbai. 

2. Khan M.Y.,"lndian Financial System:Theory and Practice",VikasPubiishingHouse, 
Mumbai. 

3. Goldsmith R.W.,"Financial Institutions". 

4. Baleya, K.N., "Financial a A d mi ni strati on in India", Himalaya Pubi ishing House, 
Mumbai. 

5. Vasanth Desai: Indian Financial System, Hi mal aya Pubi ishing Co., Mumbai. 

6. SEBI Guidelines 


M.COM FM 4.4: FUNDS M ANAGEM ENT IN BANKS AND INSURANCE 

COMPANIES 


80 M arks 


Courseobjectives: 

□ Tounderstandthesourcesand deploymentoffundsby banksand insurance 
companies. 

□ Tounderstandthelegal compliancefortheirinvestmentsandfund uses. 

M odulel 


Liquidity management i n commerci al f unds: theori es of I i qu i d i ty management; pri ori ti es i n 
theemployment of bank funds; problemsin resourceallocation in India. M anagement of 
capital funds in commercial banks: Meaning and functions of capital funds, necessity for 
adequate capital funds; capital adequacy standards; presentstandards in India for capital 
adequacyof banks. 

M odulel I 


M anagement of pri mary reserves: natureand purposeof primary reserves; Legal reserves- 
natureand function; working reserve- natureand function; cash management in commercial 
banks. 


Management of secondary reserves; nature and function of secondary reserves; factors 
influencing secondary reserves; estimation and managing secondary reserves. 

Module 111 


M anagement of Bank Deposits: depositmobilization; conceptof bank marketing; Management 
of bank loans; characteristicsof bank loans; loan policy in a commercial bank; evaluation of 
loan application; credit informati on, credit analysis, credit deci sion. Priority sector lendi ng 
policiesof commercial banks in India. 

M odulelV 


M anagement of bank i nvestments: Natureand principlesof security investmentof commercial 
banks; formulating investment policy; volumeand pattern of investmentof commercial banks. 
Performance evaluation of banks; branch expansion, deposit mobilization and credit 
deployment; profitabi I ity. 
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ModuleV 

Principies and practiceof general insurance; meaning, functionsand scopeof life, fireand 
marineengineering, accident and aviation insurance; Insurance A ct 1938. 

Risk management through insurance: Roleof insurance; benefits and limitations; Risk 
Management policies: fi re insurance; engineering insurance; machinery breakdown insurance; 
Publicliability insurance; productiiability insurance, professional indemnities;employer's 
liability insurance. 

References: 

1. Jadhav Narendra: Challengesof Indian Banking, Ed., MacM illan, New Del hi. 

2. Sharma R.S., Insurance Principies and Practices, Vora, Delhi. 

3. Sinkey, Joseph F.Jr.,:Commercial BanksFinancial Management, PrenticeHall, Delhi. 

4. Tannan M.L., Banking Law and Practice, Indian Law House, Delhi. 

5. Khan M .Y.: Indian Financial System, Vi kas Pubi i sh i ng House, New Delhi. 

6. Joel Bessis: Risk management in Banking,John Wiley. 

7. Dinsdale,W.A.,:ElementsofInsurance,Pitman. 

8. Government of India: lnsuranceActl937asamended. 

M.COM MM 4.1: INTERNATIONAL MARKETING 

80 M arks 

CourseObjectives: 

□ Tounderstandtheproceduresand strategiesforInternational marketing 

□ To understand the docu mentati on for exporti ng and exchange ri sk management 
tools. 

M odulel 

Introducti on- i mportanceof International marketing- International marketing environment: 
social, political, cultural, legal,technological,demographic-GATT and WTO- International 
product policy - Standard ization vs adaptation domestic vs International product I i ne - 
management of International product Iine-strategy for productdevelopment. 

Modulell 

International M arketi ng strategy - decisi on criteriaforentering intoforeign markets- direct 
exportand indirectexport- packaging, branding and promoti on - speci al forms internati onal 
promoti on: trade fairs, and exh i bi ti ons - sal es distributi on - transportati on and insurance 
for exports. 

M odulel 11 

International marketing intelIigence- International marketing information agencies- sources 
of informati on - export promoti on councils, speci ali sed instituti ons such asSTC, M PEDA, 
APEDA, India Trade Promotion Organisation, EXIM bank, Export Inspection Council, 
Instituteof Packaging, Indian Instituteof ForeignTradeand ECGC. 

M odulelV 

Exportand import proced ures and docu mentati on - export promotion - Economic Promotion 
Zones-current i mport and export pol icyof India- requirementsunderFEMA, Export (Quality 
Control and Inspection) Act, 1963, Indian Customs Act 1962, Export Import Control Act 
1947asamended in 1992. documents in exports- masterdocument- Standard documents- 
export invoice, packing list, bili of lading, certifi cate of ori gin auxi I i ary docu ments: letterof 
credit, inspection certifi cate- docu mentati on for drawbackof importduty. 

ModuleV 

Export finance and risk management - forms of export credit - pre-shipment and post- 
shipmentcredit-international commercial payments-termsof credit in export- risksand risk 
management tools in International marketing. 
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References: 

1. Rathor, B.S.,and RathorJ.S.,"ExportMarketing", HimalayaPublishingHouse, New 
Del hi, 1993. 

2. EIIsworth,"TheInternational Economy". 

3. Rogentlal, "Techniqueof International Trade". 

4. H arberl Ier," M emory of I nternational Trade". 

5. Bayweather,John,"International Marketing". 

6. Varmer,M.L.,"ForeignTradeManagementinIndia",VikasPublishing. 

M.COM MM 4.2: MARKETING RESEARCH 

80 M arks 

CourseObjectives: 

□ Tounderstandtheneedforand processof marketing research, and, 

□ Tounderstandthetechniquesdatacollection and proceduresof dataanalysisfor 
marketing decisions. 

M odulel 

Marketing research - meaningand importanceof marketing research - marketing research 
process - marketi ng i nformation system and marketi ng research - roleof marketi ng research 
in decision making - application of marketing research - marketing research and market 
research- limitationsof marketing research. 

M odulel I 

Marketing research probi ems- probi em formulation - typesof research - exploratory research 
- descriptive research - research designs: experimental design, factorial design, and Latin 
squaredesign. 

M odulel 11 

Sampl i ng and sampl i ng process - methods of sampl i ng; probabi I ity sampl i ng; si mpl e random 
sampl i ng; systemati c random sampl i ng; multi stage random sampl i ng; sampl i ng error - non 
-sampl i ng error - non-probabi I ity sampl i ng; judgment sampl i ng, quota sampl i ng; conveni ence 
sampling; samplesize,field procedures-communication methods- observation, personal 
i nterview i ng, telephoni c i ntervi ewi ng. 

M odulelV 

Data aequi siti on - data ty pes and sources- data coi lecti on tools; questi onnai res, schedules, 
interviews, observation - preparing and testi ng of questionnai res - data measurementand 
scal i ng techn i que-ty pes of attitude measu rement scal es L i ket scal e, stapl e scal eand semanti c 
differenti ai scale- data preparation and data Processing - validation, editi ng, coding - data 
processi ng methods. 

ModuleV 

Data analysis and interpretation - stati sti cal summarization; measu res of Central tendency 
dispersion, skew ness, kurtosis, correi ation and regressi on - graphical presentation, parametric 
and non-parametrictests- analysisof experiments- preparation and presentation of research 
report. 

References: 

1. Luck, David J., and Rubin, Ronald S., "Marketing Research", PrenticeHall of India, 
New Del hi 1992. 

2. Churchil, "TheDryden Press, Orlando, 1991. 

3. DebashisPati,"MarketingResearch",UniversityPress,Hyderbad,2002. 

4. Boyard, Westfll Stasch, "Marketing Research". 
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M.COM MM 4.3: CONSUM ER BEHAVIOUR 

80 M arks 

CourseObjectives 

1. Tounderstand thebuying influencesand behaviourof consumers,and, 

2. Tounderstandthemodelsofconsumerdecision-making 
M odulel 

Consumer behaviour - issues and concepts - nature, scope and application - market 
segmentation and consumer research - psychographicsand lifestylemarketing- organization 
buying behaviour. 

M odulel I 

Individual influenceson buying behaviour perception - marketing stimuli and consumer 
perception - price perception - consumer needs and motivation - personal influenceand 
attitudeformation -consumer i nvolvement- high i nvol vernent and low involvementdecisions 
- theories of low involvement purchasing - theory of passive learning, theory of social 
judgement, and elaboration likelihood model - consumer learning- learning and memory- 
associative learning, cognitive learning, vicarious learning - habit - store loyalty - brand 
loyaltyand producti nvolvement. 

M odulel 11 

Group influenceson consume behaviour - conceptof personal ity - self concept- reference 
groupand groupdynamics- opinion leaders- social classand social stratification-family 
lifecycle-family buying influencesand buying rol es -cui tu re and sub cui tu re influenceand 
their influenceon buying behaviour. 

M odulelV 

M odeis of consumer decision making - economic models - psychological model - 
psychoanalytic model - Gestalt model - sociological model - Howard Sheth model - recent 
da/elopments in model i ng consumer behaviour. 

ModuleV 

Buying process- problem recognition and information search - information Processing - 
alternativeevaluation- purchaseprocessand post purchasebehaviour. 

Reference Books: 

10. Engel .J.F., R.D. Blackwell and P.W. Miniard, "Consumer Behaviour",TheDryden 
press, 1933. 

11. Schiffman, Leon .G., and Kanuk, LesIieLazar, "Consumer Behaviour",CBSCollege 
Pubiishing, New York 1986. 

12. Assael, Henry, "Consumer Behaviour", Asian Books Private Limited, New Delhi, 
2001 . 

13. Hoyer, Wayne De, and Macinnis, Deborah J., "Consumer Behaviour", AII India 
Publishersand Distributors, Chennai, 1999. 

M.COM MM 4.4: SALES MANAGEMENT AND ADVERTISI NG 

80 M arks 

CourseObjectives 

1. Tofamiliarizestudentswiththetasksof sales managementand salesmanship, and 

2. To u nderstand the i mpact of med i a and thei r effecti veness i n commu n i cati ng w i th 
consumers 

Modulel 

Introduction - importanceof sales management in marketing management- planning of 
sales programme- salesforecasting - methods of salesforecasting - sales territories and 
setting sal es quotas- salesterritory control and routing management- sales organization 
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M odulel I 

Salesmanship-theories of selling- AIDAStheory, Rightsetof circumstancestheory, 'buying 
formula' theory - Behavioural Equation' theory - steps in selling - prospecting, - meeting 
resistance- closing sale - qualitiesof agood salesman - selection of sales personnel - sales 
training- Identification of sal es training needs-designingtrainingcontentand conducti ng 
salestraining programmes. 

M odulel 11 

Salesman's work assignment- types of work assignment- product assignment- territory 
assignment- time and activity analysis- ad mi ni strati on of sales quotas- sales budgets- 
salescontrol and cost analysis- sales audit- sales personnel compensation. 

M odulelV 

Adverti si ng - adverti si ng as a marketi ng tool roleand objecti ves of adverti si ng - adverti si ng 
and positi on i ng - adverti si ng budget - methods of budget al I ocati on - message desi gn - copy 
writing- creativity in advertising. 

ModuleV 

A d vert i si ng med ia - ty pes of med i a: pri nt, ei ectron i c, outd oor -TVChannelsinlndia -radio 
advertising, FM broadcasting, Satelliteradio- internet- mediaselection- media planning- 
measu ri ng med i a effecti veness and message effecti veness - Tei evi si on Rati ng Poi nts - N ati onal 
Readershi p Surveys. 

Reference Books: 

1. Stili, Richard R.,Cundiff, Edward E.,and Govoni, Norman A.P., "SalesManagement", 
5 th edition, PrenticeHall of India, New Delhi, 2002. 

2. Smallbone, DouglasW., An Introductionto Sales Management, Staples Press, London. 

3. Thakkur, Devendra, "Advertising, Marketi ng, and Sales Management", Deep and Deep. 

4. Aaker, David and Myres," Advertising Management", PrenticeHall of India. 

5. Chunawalla, S.A. and Sethia, K.C., "Fundamentals of Advertising", Himalaya 
Publishing H ouse, M umbai, 2002. 

FOREIGN TRADE 

M.COM FT 4.1: INTERNATIONAL FINANCE 

Course Objecti ves: 

c Tounderstandtheconceptand i mportanceof internati onal fi nance. 
c Tounderstandtheroleof global financial marketand instruments 
c Tounderstandthedeterminationofexchange rates and rol e of internati onal monetary 
system. 

M odulel 

International fi nance: Meaning, i mportance: emergi ngchallenges: recent changes in global 
financial markets; foreign exchangemarkets; exchangeratedefinitions: spot and forward 
rates: alternativeexchange rate regi mes. 

M odulel I 

Exchange rate determination : theories and models of exchange rate: purchasing power 
parity theory ; asset market model ; current account monetary model ; capital account 
monetary model, portfolio balancing model ; exchange rate of rupee ; recent trends ; 
converti bility of Indian rupee. 

Modulelll 

International monetary system: brief history :features, presentexchangeratesystem; reforms 
of i nternational monetary system; European monetary system; a noteon i nternational debt; 
ADB, IBRD and IMF :functions; speci al schemesof lendi ng; conditionalitiesof IMF lendi ng: 
IMF rolein International liquidity; SDRs; i nternational financial markets and instruments. 
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M odulelV 

Balanceof payments: meaning; accounting principies; valuation and timing;components: 
deficit and su rpl us; macro economi c factors affecti ng exchange rate - some open economy 
identities; open economy multipliers. SWIFT and I nter bank deari ng among banks in different 
countries. 

ModuleV 

Currency derivatives: futures, optionsand swaps; currency futuresand currency forwards 
; swap market; currency swap; interest swaps; swap agreement. 

Exchange rate risks and risk managementtools: Hedging;forward deals. 

References: 

8. Keith Pilbeam: "International Finance", Palgrave, New York. 

9. Apte, P.G : "International Financial Management", Prentice Hali of India, New Del hi. 

10. AlanC.Shapiro: "Multi national Financial Management", Prentice Hali of India, New 
Del hi. 

11. Soderston B.O.: "International Economics", MacmiIIan, London. 

12. Cheol SEunand BruceG Resnick,:International Financial Management, IrwinMcGraw 
Hili, New York. 

13. ArthurStonehill et.el: International Finance, Pearson Education Asia, Del hi. 

14. MauriceD Levi: "International Finance",Tata McGraw Hili, New Delhi. 

M.COM FT 4.2: FOREIGN TRADE MANAGEMENT 

80 M arks 

CourseObjectives: 

• Togivethestudentsan in-depth understandingaboutforeigntradeand risks in it. 

• Tofamiliarizethem withthetoolsfor managing variousrisks in foreign trade. 

M odulel 

Basis of International trade : Theories of International trade - Comparative cost theory : 
opportunity cost theory; Hecksher- Ohl in Theory; Determination of international prices; 
Economi c growth and i nternational trade; gai ns of trade; terms of trade; factors i nfl uenci ng 
termsof trade; International factor movements; trade in Services; trade pol icywhen balance 
of pay ments i s i n d i sequi 11 i bri u m. 

M odulel I 

Foreign exchange risk and exposure. External techniquesof expose management: Internal 
techniquesof exposuremanagement: exchange rate movement and international trade. 

M odulel 11 

Management of economic exposure: threetypes of exposure: measurement of economic 
exposure: operati ng exposure: determi nants. 

M odulelV 

Management of transaction exposure: forward market hedge; money market hedge: option 
market hedge: hedging contingent exposure: hedgingthrough invoicecurrency: exposure 
netti ng. 

M oduleV 

Management of translation exposure: translation methods : Translation exposure vs 
transaction exposure; hedgetranslation exposure; translation exposu re vs operati ng exposure; 
Financial Account Standard Board Statement 52. 

References : 

23. Alan C.Shapiro: Multinational Financial Management, PrenticeHall, New Delhi. 

24. MauriceD Levi: International Finance,Tata McGraw Hili, New Delhi. 
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25. Cheol SEun and BruceG Resnick : International Financial management: Irwin Mc 
Graw H ili, New York. 

26. Jhingan M .L., International Economics, Vrinda Pubi i cati onsPvt Limited. 

27. A.V. Raj Wade: Foreign Exchange, International Financeand Risk management. 

28. J eff M ad ura: International Financial M anagement. South Western CollegePublishing, 
New York. 

M.COM FT 4.3: FOREIGN TRADE POLICY AND PROCEDURES 
80Hours 80Marks 

CourseObjectives: 

□ T o understand the i mportanceof foreign trade and foreign trade pol i cies ofthecountry 

□ Tofamiliarizethemwiththeimport-exportprocessesand proceduresand roleof 
expert promoti on agencies 

M odulel 

Developmentof foreign trade pol icy: Objectives, salientfeatures; policygoverningsupport 
of indigenous industry; technology upgradation; impact of foreign trade pol icy; Recent 
changes in foreign trade pol icy in India. 

M odulel I 

Composition and directi on of I ndia's importanceand exports; export promotion measures; 
ExportPromotionCouncils;Commodity Boards;ChambersofCommerceand Industry; India 
Trade Promotion Organisation; Federationof Indian Export Organisations; Indian Institute 
of Foreign Trade : ECGC : Export houses and trading houses: EOUs and EPZs; Export 
incentives; Project Exports and Consultancy exports. 

M odulel 11 

FreeTradeand Protection : Case for freetrade; Protection- meaning;fallaciousarguments; 
economicand non-economicarguments; Protection and underdeveloped countries; Barriers 
of trade: Non-tariff barriers; QRs, VER and other non-tariff barriers. Economic effects of 
tariff; argu ments i n support of barri ers; measu ri ng the effects of trade barri ers; d i seri mi nati ng 
trade pol icies; Dumping: Kinds, conditionsand effectof dumping. 

M odulelV 

Export trade procedures: offer and recei pt of orders; export I i censi ng; prod uci ng the goods; 
shipment; banking procedure; export documentation; exporter'sdecl arati on; shipping bilis, 
billsof lading, certi fi cate of ori gin, consular i nvoi ce, letterof credi tete; obtaining payment. 
References: 

29. Varma M .L., Foreign Trade Management in India; Vikas Publishing Pvt. Ltd, New 
Del hi. 

30. Bal agopal T.A .S: Export M anagement, H i mal aya Pu bl i shi ng H ouse, M umbai. 

31. VibhaMathur: Foreign Trade of India, New Century Publications, Del hi. 

32. Vaish M.C and SudamaSingh International Economics, Oxford and IBH Publishing 
Co. Pvt. Ltd. 

33. Mithani D.M : International Economics, Hi mal aya Pubi i shingH ouse, Mu mbai. 

34. Francis Cherunilam International Marketing, Hi malaya Publishing H ouse, Mumbai. 

35. Puri .V.K : New Import-ExportPolicy and Procedures. 
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M.COM FT 4.4: INTERNATIONAL MARKETING AND LOGISTICS 

MANAGEMENT 


80 M arks 


CourseObjectives: 

□ To understand the importance of strategic decisions for success in International 
marketing 

□ Tounderstandingthewaysof managing International logistics 
M odulel 


International marketing: Definitions;features; stages; Strategic ori entation; International 
marketing decisions ; International product policy ; Standardization vs adaptation ; 
International new product development; International product life cycle ; packaging, 
branding. 

M odulel I 

Pricingin International markets: Pricingpolicy; pricingdecisions;Transferpricing;dumping; 
countertrade; Pricestandardization; Pricequotations. 

M odulel 11 

International distribution: Deci sion criteriaforentry intoforeign markets; Directand indirect 
exports ; International marketing channels - locating, selecting and motivating channel 
members; International promoti on strategy; promotion mixpersonal selling, pubi i city, sales 
promoti on and adverti si ng. 

M odulelV 


International marketing informati on: Sourcesofforeign marketinformation; overseas market 
research; desk research;field research; agenciesabroad ; marketing information. 
ModuleV 


Logistics systems: Concepts, objectivesand scope; system elements; importanceand relevance 
to export management; general structure and characteristics of shipping industry; Linear 
and Tramp operati ons; System freight structu re and practices; forwarding clearing agents; 
freight brokers; stevedoresand shipping agents; International airtransport; Airfreight ratio; 
Airtransportand PDM approachto export distribution problemsand prospects. 
Reference : 


36. John Fayerweather: International Marketing, PrenticeHall, New Delhi. 

37. Philip R Cateora and John L. raham : International Marketing, Tata McGraw Hili, 
New Delhi. 

38. VernTerpestraand Ravi Sarathy : International Marketing, HarcourtAsiaPvt. Ltd, 
Si ngapore. 

39. SakOnkvisitandJohnJ Shaw : International Marketing, PrenticeHall, New Delhi. 

40. Krishnaveni Muthiah: Logistics Management and World SeaborneTrade, H imalaya 
Publishing House, Mumbai. 

41. Bowersoxand Closs: Logistics Management. 

42. 11FT : Dictionaryof Shipping and CharteringTerms. 

43. 11FT: FreightTariffsand Practicesof ShippingConference. 
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